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摘  要 
不论报刊还是广播电视，在美国总统竞选过程中，大众传播媒介一直在很大



































Mass media including the press, broadcast and television, always has a 
significant impact on the final result of American presidential campaign. After the 
accelerated development, in 2008, internet has fully and literally become a good 
weapon to forge ahead through all manner of obstacles during the fierce race for 
president, which also made great contributions to elevate Barack Hussein Obama to 
the presidency. 
This thesis just starts from this noteworthy phenomenon to probe further into 
how internet (especially websites) affects the president election as well as the reason 
behind it. This thesis is primarily based on qualitative analysis, mainly in a 
combination of documentary analysis and case study. 
This thesis is principally constructed by following three parts: 
First, based on a summary of studies and news coverage about internet 
applications of Obama during the president race, which are from domestic and 
overseas scholars and media, the author found that Obama mainly exploited five 
categories of websites that are campaign site, video-sharing site, social network site, 
blog and search engine. Closer analysis is also made specific to the application details 
and functions of each site. 
Secondly, with regard to the reason why internet can exert such a huge influence 
on the presidential campaign that it can even subvert the traditional way of bidding for 
popular support, the author has tried to seek the answer on the theoretical perspective. 
This thesis takes communication theories as rationale, referring to the relative theories 
of psychology and economics, and includes the discussion concerned with the 
development of these theories against internet era background. 
Third, the author reflects on ‘internet election’ phenomenon and discusses the 
role of internet in political campaign as well as the negative effect produced by 
‘internet election’. Because of the subjective and objective condition, there exist 
limitations in this thesis, with some questions unresolved. Hence, the author puts 
forward these questions for other researchers as subjects for speculation. 
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第一章  绪论 








































以来 20 多年间首次由民主党人入主白宫。① 


























                                                        
① [美]埃德温·埃默里、迈克尔·埃默里.美国新闻史一一报业与政治、经济和社会潮流的关系[M].北京：
新华出版社，1982:300. 
② 俞行.从总统竞选看美国新闻媒介的政治权力[J]. 江苏社会科学，1994(3):37. 
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Jefferson Bill Clinton）和共和党候选人罗伯特·约瑟夫·鲍勃·多尔（Robert Joseph 
























                                                        
① Rachel,K.G..Web Campaigning from a Global Perspective[C].IIPS International Conference,Tokyo, 
2003:5-6. 
② 钟瑛、余红.传播科技与社会[M].武汉：华中科技大学出版社，2006:175. 
③ Elaine Ciulla Kamarck &Joseph S.,Nye ed..Governance.com: Democracy in the Information Age [M]. 















逐渐呈现的。1996 年，共和党参选人詹姆斯·麦基尔·布坎南（James Mcgill 
Buchanan）第一次成功地利用个人网站为其竞选，此后建立候选人网站成为总统
竞选媒介战略的必要内容；1998 年，国会中期选举时开始出现使用 E-mail 联系
选民的竞选行为；2000 年，共和党人约翰·西德尼·麦凯恩（John Sidney McCain）
首次使用互联网募集竞选资金，开网络捐款之先河；2004 年，民主党参选人霍
华德·迪安（Howard Dean）开始使用博客发表政治主张；2006 年国会中期选举，





尤中心（Pew Research Center）一份关于 2008 美国总统大选的调查结果，46%的
美国公民会利用网络获取关于总统竞选的信息。超过 35%的美国人会在网络上观














                                                        
① Lee Rainie. The internet and the 2008 election [EB/OL]. 
http://www.pewinternet.org/Press-Releases/2008/The-internet-and-the-2008-election.aspx.20
08-06-15. 


































1.3  文献综述 




分析。①②③直到 Steven M. Schneider 和 Kirsten A. Foot 对 2000 年和 2004 年总统
大选时的网络应用情况进行比较，他们得出了竞选网站的四种用途，即传递信息、
                                                        
①William L, B. &B. Pamela J. The Virtual Campaign: Presidential Primary Websites in Campaign 
2000[EB/OL]. http://www.acjournal.org/holdings/vol3/Iss3/rogue4/benoit.html.2000-03-15. 
②D`Alessio, David.2000.Adoption of the World Wide Web by American Political 
Candidates[J].Journal of Broadcasting and Electronic Media,1996-1998,44(4):556-568. 
③ Kamarck, Elaine C. Campaigning on the Internet in the Elections of 1998. In Governance.com: 
Democracy in the Information Age [M] .edited by Elaine C. Kamarck &Joseph S. Nye. Washington. 















吸纳选民、联结组织和动员民众。①除竞选网站外，Andrew Paul Williams 和 Kaye 
D. Trammell 通过对 2004 年大选的邮件使用分析，认为候选人通过邮件发布信息
是解决选民对网络新闻选择性接触问题的 佳方式。② 




















                                                        
① Andrew Paul Williams & John C. Tedesco .The Internet election: perspectives on the Web in 
campaign 2004.In Edition: illustrated, annotated, Published [M]. Lanham, Maryland: Rowman & 
Littlefield Publishers, 2006:22. 
② Andrew Paul Williams &Kaye D. Trammell. Candidate Campaign E-Mail Messages in the Presidential 




⑤ 胡菡菡、文平.新媒体凸显政治传播力——以 2008 年美国总统大选为例[J].新闻记者，2008(12):37. 
⑥ 何威.互联网总统的迷思——2008 美国总统大选中的互联网应用分析[J].国际新闻界，2009(1):78. 
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（9）：86-88. 
② Mary E Stuckey. Here we go again: Presidential elections and the national media [J]. 
Perspectives on Political Science, 2000, 29(2):99-104. 
③ Russell J. Dalton, Paul A. Beck & Robert Huckfeldt. Partisan Cues and the Media: Information 
Flows in the 1992 Presidential Election [J], The American Political Science Review, 1998, 
92(1):111-126. 
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